
PGE Renewable Power
Managing and growing the nation’s leading 

residential green pricing program



• Oregon’s largest IOU with >767,000 customers

• PGE ranked #1 in U.S. for residential sales (by volume)
— #2 overall, with more than 48,000 customers         

enrolled (>5% of customers)
— A ten-fold increase in customers since 2001
— More than 34 aMW of renewables sold
annually

• Renewable Power has highest customer awareness of 
any PGE retail product (>70%)

• Those aware of green offers are more satisfied with PGE 
(75% vs. 65%)

Background/Current Status



Program basics mandated under Oregon law. 
Utility oversight provided by 3rd Party 
Committee & OPUC

• Law requires third party  assistance for 
Marketing and Supply 

•More than 50 of PGE’s largest C&I customers 
participating our Clean Wind program for 
business (Intel, IBM, Toyota, Xerox…)

Residential & Small Non Residential Green 
Program Overview



Three renewable Power Options for our 
residential and very small business customers:

• Clean WindSM

• Green SourceSM

• Habitat Support (can be added to main options)

One renewable Power option to our mid to 
large size Commercial and Industrial 
customers:

• Clean WindSM

Renewable Power for All Customers
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PGE additional renewable 
power sources

Biomass (conversion of 
biological materials to 
Energy)
10% of Green Source product will be 

wood waste biomass in 2007

PGE “BioGas”
Methane from cow manure burned to 

run generator



• Clean Wind REC’s currently provided by 
Bonneville Environment Foundation

• Marketed primarily through PGE Key 
Customer Managers and advertisements 
in major newspapers

Commercial and Industrial Clean Wind 
program



• Collaborative approach between GME and 
PGE provides integrated “Multi-Touch”
marketing

• Sales/Marketing channels include Direct Sales 
at Events & Storefronts, Bill Inserts, Bangtails, 
Courtesy Knock, Web & Phone

• Cooperative marketing opportunities with 
business renewable customers proving 
successful.

Program Marketing Basics



Corporate Communications Departments are 
key partners: make the connection between 
increased awareness and customer 
satisfaction scores clear to them!

• Work with other departments/teams to raise 
internal awareness around these options and the 
increased customer satisfaction.

• Use relationship building techniques and share 
the success to engage Customer Care Center and 
other internal operations personnel who will 
contribute to the success of the programs.

Internal Support is Key



•PGE program budgets typically ~$0.50 
per residential customer served

• In 2006 new residential acquisitions 
typically in the >$50 range 

• Ranked in order of cost: Bangtails are lowest cost 
acquisitions, Direct Mail and Courtesy Knock are the most 
expensive

• Cooperative marketing opportunities with local business 
customers buying renewables is proving successful

Marketing Costs



Residential + business customers 
= Green Community.

Fostering sense of community
Tactics to tie in businesses and residents

• Coupon books: Sent annually to thank all 
renewable customers

• Direct sales packet for businesses

• Tool Kit CD for businesses to 
publicize their support to their 
customers



• Sunshine Dairy, a renewable C&I 
customer, has publicized its purchase of 
renewable power on its packaging.

• Together, Sunshine and PGE are 
working to enroll new residential 
customers with coupon incentives.

Opportunities to Co-Market with Customers



Burgerville, a popular fast 
food chain supporting 
local, sustainable 
ingredients has been a 
fantastic partner

Opportunities to Co-Market with Customers

• Our most successful event - The 
Bite of Oregon summer 2006 -

•Tabled in Burgerville during wet  
months 



Salem Green Power Challenge

Five month challenge June - November 2006
– City proclaimed June Energy Independence Month
– Goal of +500 customers

– Public Relations
– Direct mail to Salem
– Increased Courtesy Knock

in untapped market
– New angle for business

customers

Marketing Opportunities



Investing in the Community

Solar Pioneer Project
– First state capitol to be illuminated by solar power
– Interactive kiosk inside

– New Columbia project
– 1.1 kilowatts
– 1/3 of single family 

home’s energy need

Habitat for Humanity



Investing in the Community

Solar for Schools
– Solar arrays on 10 school rooftops
– Students learn about science from 

renewable energy



Focus on low cost for residential 
market and PR opportunities for 
business market

• Pricing print ad

• Business advertorial

Advertising



Visible support in the community 

• Biodeisel van wrap

• Turbine lapel pins

• Window decals

• Bumper Magnets

Spreading the word



New for 2007:  Fixed Rate 
and Renewable Combo

January 1, 2007, PGE will introduce Renewable FutureSM

Renewable and predictable power

100% wind power PLUS a fixed electricity rate until 2012

Powered by Klondike II wind farm in                             
Eastern Oregon

Higher monthly rate to start, but will                          
not change for 5 years



We Have the Power to Make a Difference 


